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Abstract 
The purpose of the present research was to investigate psychometric characteristics of the questionnaire on S.M.S usage types, 
which deals with the motivation, content and frequency of S.M.S communications carried out by Iranian teenagers. sample 
includes  585 teenagers, between 15 to 19 years  that have been chosen via disposal sampling method a sample of 585 teenagers, 
between 15 to 19 years of age. Data was analyzed by using factorial analysis , kronbach alpha coefficient and the analysis of 
internal conformity. It was shown through factorial analysis that the first part of the questionnaire  contain 4 factors. These are: 
eeconomical motivation, common motivation  , sending information for assurance  and avoid of face-to-face relationship. The 
second part of the questionnaire contains 3 factors which include uncommon content, gibe content and impersonal  information 
content.according to the kronbach alpha , both parts give a validity of 0.58 to 0.85 to the questionnaire as well as an internal 
conformity of 0.73 to 0.83 . 
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1. Introduction 
Communications make a big chunk of our daily lives and communicating in a satisfactory manner is a important 
factor in preserving and individual’s mental health and well – being (Yin, 2009). According to the theory of usage 
and satisfaction, users have an active role in determining what media should have a prevalent part in 
communications. Users are motivated by answers provided by a particular media to their needs. They also choose 
the content of the media to which they expose themselves (Teah & Phau, 2008). today, people have various means 
of satisfying their communication needs (including email, mobile phone, internet, etc) and recently S.M.S 
communication has also been added to the list (Deng, Sun,  Turner & Prince, 2009). S.M.S is abbreviation for short 
message service. It is a protocol for sending short messages via mobile phones. Sent messages are really short and 
are character limited the limitation in Iran is 152 letters of English alphabet or 70 letters of Farsi alphabet(Leung, 
2007& Teah& Phau, 2008). Each society has its own method of communication (as decided by its cultural, 
economic, social and technological conditions) and messages communicated are conditioned by that society’s 
specific cultural and technological situation (Ekrami,2007).our aim here is to study and compile the factorial 
structure of the questionnaire on the S.M.S usage by Iranian teenagers of 15 to 19 years of age. The questionnaire 
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measures motivation, content, frequency and the nature of the receiving party of S.M.S messages sent by individuals 
in our statistical population.  
2. Method  
 The statistical community of this research was all the teenagers between 15 to 19 years of age who are residents 
of Tehran of these, 585 (223 boys and 362 girls) were chosen via disposal sampling. Data was analyzed by using 
factorial analysis , kronbach alpha coefficient and the analysis of internal conformity. 
3. Measures 
Many questioners were studied for the purpose of compiling a questionnaire on types of S.M.S usage. Some of 
these questionnaires were actually used in the compilation of the preliminary form (These included Hoflich & 
Rossler 2002; Reid & Reid 2004; Sun, 2004; Ling, 2005& Leung, 2007). Apart from articles derived form these 
questionnaires, some totally new articles were also added to the form. Articles were tried in preliminary study on 30 
subjects. These where asked to sign those articles which they found ambiguous or fuzzy. The modified questionnaire 
which contained 56 articles were submitted to 5 psychologist for evaluation. In the questionnaire, each article were 
answered in a scale of one (never) to 5 (always). Only article 29 was answered in reverse manner. To establish 
whether the questionnaire is valid 3 different methods (validity of content, construct and face validity) were used. 
To establish face validity and content validity, the 5 psychologists assessed the questionnaire as mentioned before. 
Construct validity were assessed using factorial analysis. Validity of the questionnaire was also established via retest 
and the internal consistency method.  
4. Results  
to evaluate construct validity, the questionnaire of S.M.S usage was assessed through factorial analysis in two 
separate purviews of motivation and content. A) motivation: considering the sample sufficiency index and the 
Bartlett test (results from the data of the questionnaire collected for our sample of 585 participants gave us: 
KMO=0.824 and the null hypothesis is rejected by the Bartlett test on X2=6026/465, sig<0.001) it could be said that 
the conditions for performing factorial analysis on the motivation part of the questionnaire are fulfilled. Considering 
the assumption that components of motivation act independently, orthogonal rotation method with the maximum 
Varimax rotation has been used. A minimum factorial load of 0.3 has been set as an initial value. Results show that 
4 factors can be extracted and a study of the scurry diagram supports this conclusion. Because of the double load 
exerted by some articles on two factors, the minimum factorial load was changed to 0.42 eventually, 29 articles were 
allotted to the motivation part and were placed in 4 factorials due to a factorial load greater than 0.422 these in total 
accounted for 39/186 of the total variance. Extracted factors, with regard to content of the articles, eeconomical 
motivation, common motivation  , sending information for assurance  and avoid of face-to-face relationship. 
 factor 1 (eeconomical motivation) refers to the usage of S.M.S with the aim of saving on communication costs as 
well as on time. Questions 1 to 10 are allotted to this factor. Factor 2 (common and gracious motivation) refers to 
final ends which while being acceptable to the society and in conformity to social norms, are also acceptable to the 
individual. Questions 11 to 18 are allotted to this factor. Factor 3 (sending information for assurance) refers to 
advices or consultations received via S.M.S which can alleviate concerns and worries. These also include 
information on one’s relatives being safe and in good health. Information which can make the recipient feel more 
secure. Questions 19 to 25 are allotted to this factor. Factor 4 (avoid of face-to-face relationship) refers to the fact 
that some people can communicate via (S.M.S without being worried about their communicative weaknesses such 
as shyness or about their lack of social skills. Questions 26 to 29 are allotted to this last factor.  
B) Content: calculation of the sample sufficiency index and the Bartlett test (Results from the data of the 
questionnaires collected for our sample of 585 participants gave us:KMO=0.739 and the null hypothesis is rejected 
by the Bartlett test on x2= 2264/98, sig < 0.001) show that conditions are fulfilled for performing factorial analysis 
on the content part of the questionnaire. Considering the assumption that components and aspects of the content can 
be viewed independently, orthogonal rotation method with the maximum Varimax rotation has been used. A 
minimum factorial load of 0.3 was set as an initial value, results show that 3 factors can be extracted and the scurry 
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diagram also supports this conclusion. Because of the double load exerted by some articles on two factors, we 
increased the minimum factorial load to 0.5 eventually, 12 articles in the content part of the questionnaire were 
assigned to 3 factors due to a factorial load greater than 0.527. These in total accounted for 49/96 of the total 
variance. Extracted factors are (with regard to content of the articles) uncommon content, gibe content and 
impersonal  information content . 
Factor 1 (uncommon content) refers to messages whose content is not socially acceptable. These include 
sexually explicit content, strong language, cursing, etc. Questions 30 to 33 are allotted to this factor. Factor 2 (gibe 
content) refers to messages which convey satire in an unusual manner. Questions 34 to 36 are allotted to this factor. 
Factor 3 (impersonal  information content) refers to any message that conveys (impersonal information) refers to 
any message that conveys impersonal information. Questions 37 to 41 are allotted to this factor. 
To assess validity of our questionnaire with regard to content and motivation, we used the kronbach alpha 
coefficient as well as retest method. Used the kronbach alpha coefficient as well as retest method. Based on results 
obtained for the kronbach alpha coefficient value. The internal consistency of the questionnaire was evaluated at 
0.856 for the motivation part and at 0.812, 0.708 and 0.582 for the 4 factors extracted with regard to that part. As for 
the content part, the kronbach alpha coefficient was calculated as 0.689 and the values for the three factors extracted 
with regard to the content part were calculated as 0.704 and 0.669 respectively. To perform a retest, the 
questionnaires of S.M.S usage were given to 30 teenagers to fill. These same participants were given same 
questionnaire 2 weeks later. Correlation coefficient values between the two tests were r=0.846 (for the purview of 
motivation), r=0.731 (For the first factor of the purview of motivation), r=0.836 (for the second factor of the 
purview of motivation) r=0.806 (for the third factor of the purview of motivation) and r=0.741 (for the fourth factor 
of the purview of motivation. As for the content, the overall correlation was 0.744 with the factors having 
correlations of r=0.759 , r=0.778 and r= 0.742 respectively. These value are, on the whole, satisfactory.  
5. Discussion  
The current study was aimed at investigating the validity and determining the factorial construct of the 
questionnaire on S.M.S usage. Results from validity assessments and factorial analyses showed that there are four 
factors with regard to the purview of motivation and these are: eeconomical motivation, common motivation , sending 
information for assurance  and avoid of face-to-face relationship for 39/186 of the total variance. As with the purview of 
content, there are 3 factors which account for 46/96of the total  variance. These are uncommon content, gibe content and 
impersonal   information. The retest validated all these factors with correlation values between 0.73 to 0.84 kronbach 
alpha coefficient values were mostly high or reasonable at least (0.66 to 0.85) and was moderate (0.58) only for the 
factor “a avoid of face-to-face relationship” These values confirm the validity of our kronbach alpha coefficient with 
regard  to  the  two  purviews  of  motivation  and  content.  With  the  economical motivation, other factors, of the two 
purviews, of content and motivation don’t correspond to those extracted/ complied by ling (2007), Teah & Phau 
(2008) ,peters & et al (2003) such unconformity can be explained by the fact that different age groups have different 
communicative behaviors because they have grown up with different communication technologies(Balakrishnan & 
Yeow, 2008). Also different societies dictate different types of communication as well as different types of message 
base on their particular conditions( Ekrami,2007) discrepancies with previous studies can thus be explained as 
resulting from differences between age groups and cultural milieus. 
The current study provided us with theoretical as well as practical gains. On the practical level we were able to 
investigate motivations which drive some individuals to overly use S.M.S messaging. Also accessing the content of 
S.M.S messages enable us to have a better view of thoughts and tendencies held by the society at large
( Ekrami,2007). This may provide help to planners and people in positions of authority for adopting better decisions. 
One the theoretical level, while S.M.S messaging is extremely widespread among Iranian youth, motivation and 
content of these messages have seldom been studied. The current study can be taken as a warning call and as a 
starting point. Because we were constrained by access limitations in our sampling , any generalization of our results 
should be done with utmost caution. It is recommended that the questionnaire studied here be analyzed in future 
with other age groups as participants.  
Shima Shahyad et al. / Procedia Social and Behavioral Sciences 15 (2011) 932–936 935
References  
Balakrishnan, V., & Yeow P. H. P. (2008). Text entry factors and texting satisfaction: An analysis among Malaysian users. Retrieved  May5, 
2009 , from http: www.ibima.org/pub/journals/CIBIMA/volume6/v6n22.pdf 
Deng, L., Sun, J., Turner, D., & Prince, B. (2009). Motivations for using short messaging service. Retrieved June10, 2010, from http:// 
www.sedsi.org /proceedings/ 2009/ proc/ p 081005003. pdf. 
Ekrami,M.(2007). Anthropology.Mashhad:Ivar publisher. 
Hoflich, J., & Rossler, P. (2002). More than just a telephone: The mobile phone and the use of the short message service by German adolescents. 
Revista de Estudios do Juventud, 57, 79-101. 
Leung, L. (2007). Unwillingness- to- communicate and college students motives in sms mobile messaging, telematics and informatics,  24, 115-
129.
Ling, R. (2005). The socio- linguistics of sms: An analysis of sms use by a random sample of Norwegians. Retrieved December, 25,  2009 from 
http:// www.richarding.com /papers/2005- sms- social- linguistics- pdf.  
Manteghi, M.(2008). Parent's Guide to New Communication Technologies. Tehran:Abed publition. 
Perry, S. D., & Clee, K. (2007). Mobile phone text messaging over uses among developing world university students. Journal of Communication,
33, 63-79. 
Peters, O., kinders J. J., Van Burer R. L., Roy, S., & Wessels, J. T.(2003). Motives for sms use. Retrieved  May20, 2009  from http:// 
www.allacademic.com /meta/ p112026- index. Html. 
Reid, D. J., & Reid J. M. (2004). Text or Talk? Social Anxiety, Loneliness, and Divergent Preferences for Cell Phone Use. Cybersychology & 
Behavior, 10(3), 424-435. 
Sun, H. (2004). Expanding the scope of localization: A cultural usability perspective on mobile text messaging use in American and Chinese 
contexts . Retrieved April,15, 2009  from http:// www.localization.ie /resource/ Awards/ the ses/ sun-diss. Pdf  
Teah, M., & Phau, I. (2008) . An investigation in to young consumers, motives and perceptions towards sms advertising. Retrieved   July15, 
2008, from http:// espace.library.curtin.edu.au / dtl-publish/ gen01- era02/ 20911. html 
Yin, L.(2009).Communication channels, social support and satisfaction in long distance  romantic relationships. Retrieved  May20, 2010,  from 
http:// etd.gsu.edu /theses/available/etd…./ yin-lijuan- 200912- ma. Pdf. 
936  Shima Shahyad et al. / Procedia Social and Behavioral Sciences 15 (2011) 932–936
APPENDIX A 
questionnaire on the type of usage of S.M.S (motivation, content, frequency) 
1. since it is short and is independent of common ceremonies 
2. since a short message can be sent to multiple individuals at the same time 
3. to avoid telephone conversation when not in the mood 
4. to decrease telephone cost 
5. to avoid being overheard by others 
6. Since there is not sufficient time for telephone conversation or social meetings. 
7. to transfer information quickly 
8. to utter words not expressible in face to face meetings or telephone conversations 
9. to sent a message to an individual among others without them knowing 
10. in case the distance is much 
11. to better impress others 
12. to kill time when bored 
13. to strengthen my relationships with others 
14. to initiate or terminate a relation 
15. to abandon work 
16. to contact a loved one or a close friend at any time 
17. to indicate my being up-to-date 
18. to enjoy myself 
19. to advise others 
20. to inform others of my feelings or current matters 
21. to inform others of my problems to elicit advice 
22. to be available at any rate 
23. in case I worry about someone or someone worries about me 
24. in case face-to-face conversation is not possible 
25. to be informed of the feelings and matters of my friends 
26. since I lack conversation social competency 
27. since I am shy 
28. to indicate myself as calm (or to hide my thrills) 
29. to be in touch with friends 
The following questions pertain to the content of SMS used typically: 
30. The content of my short messages is aggressive and annoying 
31. The content of my short messages is bad names and swears 
32. The content of my short messages is sexual matters 
33. The content of my short messages is saddening and depressing 
34. The content of my short messages is jokes 
35. The content of my short messages is funny 
36. The content of my short messages is pastime 
37. The content of my short messages is scientific matters 
38. The content of my short messages is social matters 
39. The content of my short messages is wise or the words of great ones  
40. The content of my short messages is commercial information 
41. The content of my short messages is poetry 
42. I send … short messages per day. 
43. I receive … short messages per day. 
44. To whom do you usually send your short messages? (please choose one only) 
a. boyfriend   b. girlfriend   c. friends   d. parents   e. kindred   f. teachers/instructors 
From whom do you usually send your short messages? (please choose one only)
a. boyfriend   b. girlfriend   c. friends   d. parents   e. kindred   f. teachers/instructors 
